
Transmedia for 
a Healthier 
Lifestyle 

KIDS & FOOD 



  Trans-Design’s 'SUPER market' studio 
  Exploring and analyzing health through the lens of the urban 

supermarket.  
  Designing interventions to influence and maybe change the 

urban food market 
 Will be partnering with a location in Cypress Hills to 

implement our interventions 

BACKGROUND 



  In 2010 1.1 Million children in 
New York City were obese. 

  Lowered self-esteem 
  Reduced lifespan 
  Higher medical costs for 

themselves and the government 

CHILDHOOD OBESITY 



  How can we influence kid’s so they make better choices at 
mealtime? 

  Who are the influencers: Moms, peers, media 
  Every day, 11- to 14-year-olds spend nearly 7hours using media, including 

television, computers, and video games. 
  Other variables:  

  Sensory experiences 
  Memories 
  Emotions  
  Cultural contexts 

INFLUENCING FOOD CHOICES 



  New York’s anti-soda campaign.  
  Print, online, television 
  What’s dif ferent? 
  Shaming elements and 

informative elements 
  Youtube spots suitably 

disgusting 
  No online presence to get more 

information, the link is dead. 

CASE STUDY: “POURING ON THE POUNDS” 



  www.actionheroal l iance.com/ 
  Launched by The U.S.  Dept.  of  Health 

and Human Services and the Ad 
Counci l  in par tnership with 
Kidzbop.com 

  Eencourages kids to "bring out the 
action hero in you” by being 
physical ly active and eating healthy.  

  Campaign Components:  
  Movie trailer invitation to become a 

super-hero & Video upload 
  Supporting pdfs:  

  Train Like an Action Hero (exercise & 
games) 

  Eat Like an Action Hero (healthy eating, 
shopping l ist and recipes) 

CASE STUDY: The Greatest Action Movie Ever! 



  Print Campaigns   TOO NEGATIVE 
  Portray obesity as shameful 
 Makes the idea of weight-loss and healthy eating seem overwhelming 
  Not enough engagement with people (lost links, static websites) 
 Where is the fun? 

  Online Campaigns TOO SIMPLE 
  Primarily provide information in PDF “toolkit” form 
  Parent/Teacher/School centric 
  Do not go far enough in creating a complete experience 

CONCLUSIONS 



  A Mystery - in the style of “Where in the World is Carmen 
SanDiego 
  Chef Umami, has stumbled on a massive plot to take-over New York 
  Before he can reveal all, he’s kidnapped at a farmer’s market 
  A detective on the scene (Chef Umami’s good friend) enlists 

onlookers to help find him. 
  Deputy detectives find clues, receive invites to live events, and share 

info on Facebook to find Chef Umami 

PROPOSAL: THE STORY 



  Facebook Pages 
  “Save Chef Umami” 
  Pages for each supporting character (the detective, the food scientist, 

the friends & the villain) 
  Websites 

  Chef Umami’s show site (videos and recipes) 
  Mason Ton’s business website 

  Live Events 
  Live “kidnapping” 
  Supermarket scavenger hunt 
  Food Science class 

PROPOSAL: THE MEDIA 


